Measuring consumer attitudes and preferences about farm-raised shellfish, finish, and seaweed by Camire, Mary Ellen et al.
The University of Maine 
DigitalCommons@UMaine 
Annual Maine Aquaculture R&D and Education 
Summits Conferences and Summits 
Winter 1-17-2020 
Measuring consumer attitudes and preferences about farm-raised 
shellfish, finish, and seaweed 
Mary Ellen Camire 
Shae Horrigan 
Chris Davis 
George Shaler 
Robyn Dumont 
See next page for additional authors 
Follow this and additional works at: https://digitalcommons.library.umaine.edu/ari_rd-ed 
This Presentation is brought to you for free and open access by DigitalCommons@UMaine. It has been accepted 
for inclusion in Annual Maine Aquaculture R&D and Education Summits by an authorized administrator of 
DigitalCommons@UMaine. For more information, please contact um.library.technical.services@maine.edu. 
Authors 
Mary Ellen Camire, Shae Horrigan, Chris Davis, George Shaler, Robyn Dumont, Caryn Schneider, Raymond 
Bernier, Randy Labbe, and Dylan Bouchard 
Measuring consumer attitudes and 
preferences about farm-raised 
shellfish, finfish, and seaweed
Mary Ellen Camire1, Shae Horrigan4, Christopher V. Davis2, 
George Shaler3, Robyn Dumont3, Caryn Schneider4, Raymond 
Bernier4, Randy Labbe4, and Dylan Bouchard5
University of Maine School of Food & Agriculture1, Maine Aquaculture, Innovation Center2, 
Maine Statistical Analysis Center3, Atlantic Corporation4, North Carolina State University5
Table of Contents
• Background
• Survey Demographics
• Consumer Awareness
• Consumption
• Preferences
• Estimated Annual Spending
• Environmental Concerns
• Regression Models
• Conclusion
2
Background
• Development and implementation of data-driven 
marketing strategies can enhance the success of 
aquaculture businesses
• Survey of consumer attitudes and preferences
• 30+ questions
• Respondents from the 14 Atlantic states
• 6,021 responses with 5,989 surveys suitable for analysis 
• Topics covered: consumer awareness, consumption, 
preferences, willingness to pay, environmental concerns
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Survey participant demographics
20% live alone; 
33% live with 
another person
Median 
household 
income: $50-74K
71% 
completed 
college
42.7% 
Northeast
28.6% Mid-
Atlantic
28.6% 
Southeast
4
64% female
73% white
Consumer Awareness
• U.S. East Coast aquaculture operations
• Level of geographic origin information requested for seafood
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Consumer preferences for 
wild-caught or farm-raised seafood
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Consumer Willingness to Pay More for Seafood 
with Specific Labeling
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Participants’ concern for the 
environmental impact of aquaculture
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Results from regression models
• A high school education and male gender predict lower 
spending on seafood.
• Consumers aware of East Coast aquaculture spend $14.27 
more per year on average than non-aware consumers.
• People who spend more annually at one source (e.g. stores), 
spend more at other sites such as restaurants.
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Conclusion
• Unmet market demand and opportunity
• Preference for wild-caught vs farm-raised
• Purchase of farm-raised when readily available
• Respondents’ main concern is chemical pollution
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